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研究者 研究対象（方法） ファインディングス





























































































































たとえば Tellis and Golder（２００２）は，狭すぎる市場の定義によって先発優位性が過大評価さ
れており，企業が市場リーダーシップを構築，維持するためには，市場をより広い視点で捉える










































Varadarajan（２０１０）は，Strategic Marketing and Marketing Strategy： Domain, Definition, Fun-
damental Issues and Premises（Journal of the Academy of Marketing Science ,Vol．３８）と題した論
文で「戦略的マーケティング」と「マーケティング戦略」に関する体系的整理を行っており，Reib-






























他方 Hunt and Morgan（１９９５）は，市場志向が単なるスキルではなく，時間の経過に伴って
組織に体化される重要な経営資源であることを強調している（A market orientation should be con-
sidered a kind of organizing framework that, if adopted and implemented, could through time become
culturally embedded in an organization… A market orientation is not a skill, nor is it more tangible
than a skill… A market orientation would be an intangible entities that would be a resource if it
provided information that enabled a firm to produce an offering well tailored to a market segment’s
tastes and preferences., p．１１）。





















（blue ocean strategy）」（Kim and Mauborgne ２００５）が提唱されており，市場創造のマーケ
ティングの実践における有効な発想の１つとして，「水平思考のマーケティング（lateral market-













る（Barney １９９１；Grant １９９１；Wenerfelt １９８４）。
一方 Collis and Montgomery（１９９５）は，企業優位性（corporate advantage）構築の条件と
して，価値ある資源の特定，資源と製品市場のユニークな結合による価値創造，模倣困難かつ持
続可能な資源の蓄積と全社レベルでのレバレッジングの重要性について言及している。
また Diericks and Cool（１９８９）は，企業の資産をストックとフローに区別したうえで，戦略
的資産は一定以上の期間におけるフローの蓄積によって形成されるとし，模倣困難な戦略的資産
蓄積の重要性について論じている（strategic asset stocks are accumulated by choosing appropriate
time paths of flows over a period of time… While flows can be adjusted instantaneously, stocks can-
not. It takes a consistent pattern of resource flows to accumulate a desired change in strategic asset
stocks, p．１５０６）。
他方 OReilly and Tushman（２００７）は，企業が不確実な市場環境へより効果的に対応し，持
続的競争優位を実現するダイナミック・ケイパビリティの中核として，「既存資産と新しい資産
図１ CME（Chief Marketing Executive）の解釈システム
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のオーケストレーション」と「市場機会の発見」を強調している（The ability of senior managers
to seize opportunities through the orchestration and integration of both new and existing assets to
overcome inertia and path dependencies is at the core of dynamic capabilities… Central to adaptive
process are the notions of a firm’s ability to exploit existing assets and positions in a profit produc-
ing way and simultaneously to explore new technologies and markets; to configure and reconfigure














more than an administrative unit; It is also a collection of productive resources the disposal of
which between different users and overtime is determined by administrative decision. When we regard
the function of the private business from this point of view, the size of the firm is best gauged by


































Based View）の論理的基礎を提供している（Fahy and Smithee １９９９；Nelson and Winter
１９８２；Peteraf １９９３；Winter２００３）。
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Market Creation and Pioneering AdvantageA Perspective
of Sociocognitive Approach and Strategic Marketing
MoonHee HAN
The strategy of pioneering new markets is widely considered to be a source of longterm
success. Several studies have demonstrated the effect of market entry timing that first
movers outperform later entrants. And some research has pointed out the limitations of
these studies and found evidence that many firstmovers fail or have low market share.
Previous research has been focused on order of market entry and business performance in
a particular product category. However, little research has addressed the issue in the na-
ture of creating new product markets and the strategic importance of pioneering strategy.
Given this background, this paper reexamines the pioneering advantage from the viewpoint
of sociocognitive approach and strategic marketing.
Key words： Pioneering Advantage, Creating New Markets, Sociocognitive Market System,
Strategic Marketing, RBV（ResourceBased View）
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